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Abstract 

Today, there are various trends in the world, which can easily cross countries. 

Fashion items are one of them. Moreover, the trend frequently circulates. Previous 

researches clarified the circulation of fashion trends, but the reason and related factors 

have not yet been cleared. The purpose of our research is here. Through the research 

using fashion magazine, we found that the business condition is related to the trend. 

To investigate this in more detail, we conducted a questionnaire survey for Japan and 

the U.S. respondents to find what kind of consumer sentiment can increase the people’s 

interest in trend. Here we show that the elements of consumer sentiment that 

influence the interest in trend. We found that consumer perception of economic state 

has a positive effect on the people’s interest in trend through consumer 

cosmopolitanism and novelty seeking in Japan. On the other hand, novelty seekers in 

the U.S. are more interested in next trends. Our findings can provide companies with 

marketing hints in terms of revealing consumer sentiment needed to create trends 

 

Keywords：Fashion trend, Life defense awareness, Consumer cosmopolitanism, 

Nostalgia, Novelty seeking  
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1．INTRODUCTION 

In Japan, there are so many things that are in trends such as K-pops, 

tapioca drinks, pandemics, and fashion items. Moreover, they all have one key 

thing in common that the trends are circulating (NIKKEI BUSINESS (2019), 

NIKKEI XTREND (2018), TOYOKEIZAI ONLINE (2020)). Even among them, we 

focus on fashion items. That’s because fashion is an essential part of our lives. 

Also, in Japan, trends are treated almost synonymously with fashion, and many 

people unconsciously associate trends with fashion or clothing (Jinno, 2002). 

Fashion trends are cycled (Uchiyama, 1982; Nakai, 2000). We define a “trend” from 

Oyama’s study (1977) as “things that are added something to the past trend.” The 

purpose of this study is to clarify the reason why fashion trends circulate and what 

kind of factor of consumer sentiment generates the trend. This study provides new 

insight into the study on trend and managerial marketing implications for the 

apparel industry.  We describe the research gap and research question in the 

sequent section. 

 

2．RESEARCH QUESTION 

 Why do fashion trends occur in the first place? There are three possible 

factors. Fashionable color is the first factor. In the formation of fashionable colors, 

INTERCOLOR (2020) states that “the proposal of fashionable colors is made with 
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the concept, lifestyle, and environment that influenced it” (INTERCOLOR, 2020). 

And JAFCA, the Japan Fashion Color Association, explains “JAFCA selects the 

fashion trendy color based on the survey of domestic consumers' preferences and 

market fashion trends” (JAFCA, 2014). Namely, the organization of INTERCOLOR 

selects trendy colors from various aspects such as social conditions, politics, and 

the economy (Oda et al, 2002). 

The second factor is considered as importations. According to Watanabe 

(2014), Japan has a history of importing British, German, French, and American 

fashions. There is also an example of French fashion being Americanized and 

imported to Japan. Besides, Yuan (2014) said that young people are becoming more 

likely to follow fashion trends in the U.S.  

The third factor is the business condition or GDP. Ishikura (2011) 

suggests that “when the business is good, the pants style tends to be popular” 

(Ishikura, 2011, p.11), and also he said that “when the economy is booming, 

workload increases, and people become busy. Therefore, the pants style which is 

easy to move is convenient” (Ishikura, 2011, p.11). The relationship between 

fashion trends and business is already revealed in literature. We also believe that 

the economy is one of the factors in the fashion trend cycle, as some fashion styles 

become popular with the economy. This is because the economy cycles through 

good times and bad times. Therefore, we calculated the correlation between 
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fashion items and GDP to observe their relationships.  

We investigated the September issue of the Japanese fashion magazine 

“non-no” for 40 years because we needed to measure the same issue every year and 

see how the trend was changing. The reason why I chose the September issue is 

because there are no missing years, and I can go back to the past issue. In other 

words, we counted 40 books and 34,872 photos. Furthermore, we counted each 

picture in magazines from 1980 to 2019 and classified them into 15 major fashion 

items following with Uchiyama (1982). Uchiyama (1982) investigated skirt 

patterns, pants patterns and fabric patterns, and we added other fashion items to 

the survey. Then we calculated the proportion of each fashion item in each 

magazine (a: Number of photos (15 items), b: Number of photos (All pages), a/b: 

Percentage of each item in the magazine). The survey shows trends of each fashion 

item each year. Then we analyzed the correlation between the ratio of each fashion 

item and Japan’s GDP. We used GDP offered by the world bank (1980-2019). 

Figure 1 shows that there is a positive correlation between the fashion trend cycle 

and consumer’s perception of economic state (r=.614, p<.001). Also, Figure 2 shows 

that there is a negative correlation between the fashion trend cycle and consumer’s 

perception of economic state (r=-.761, p<.001). In other words, it became clear that 

there are fashion items that become popular or obsolete due to changes in the 

economy. Considering previous studies and our exploratory analysis, it is supposed 
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that there is a circulation in fashion trends and the trend is related to economic 

state (Uchiyama, 1982 and Nakai, 2000). 

However, one question arises here. Why does the fashion trend cycle occur 

when business conditions change? In other words, the factors that exist between 

the fashion trend cycle and the business conditions are not clear. Previous studies 

have shown that the economy changes according to people’s emotions (Sekizawa, 

2012). According to Sekizawa (2012), “economic growth can be induced by 

increasing positive emotions and reducing anxiety, and economic growth can be 

induced by building optimism and reducing subjective risk assessment (p.125).” 

This means that economic movement can change consumer sentiment, which can 

influence fashion trends. However, it is not clear which kind of consumer 

sentiment influences fashion trends in previous research. We define this point as 

the research gap in this study. 

Thus, we focused on the role of consumer sentiment mediating the 

business condition and fashion trend relationships. Correspondingly, we used the 

term “consumer’s perception of economic state” describing the consumer’s mind 

about the business conditions. These lead to our research question. 

Research Question：“How does consumer’s perception of economic state change 

their interest in trend?” 
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Figure1. Fashion trend and GDP (Japan)：Positive correlation 

• n= 600 

• fashion trend is forecasted by using fashion magazine, “non-no” for 40 years 

from 1980-2019. 

Source：authors. 
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Figure2．Fashion trend and GDP (Japan)：Negative correlation   

• n=600 

• fashion trend is forecasted by using fashion magazine, “non-no” from 1980-2019. 

Source：authors. 

 

3．HYPOTHESIS DEVELOPING：Mediating roles of consumer 

sentiments 

We focus on four factors about consumer sentiments which are assumed to 

influence the interest in trend: life defense awareness, consumer cosmopolitanism, 

nostalgia, and novelty seeking. It is because these are related to consumer’s 

perception of economic state (DAI-ICHI LIFE RESEARCH INSTITUTE (2015), 

Riefler & Diamantopoulos (2009), Holbrook& Schindler (1991), Cloninger (1987)).   
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3-1．Life Defense Awareness  

First, we considered the relationships between consumer’s perception of 

economic state and life defense awareness. DAI-ICHI LIFE RESEARCH INSTITUTE 

(2015) defined life defense awareness as “the situation where households save money 

without wasting by choosing cheaper things to buy (p.2).” and “a kind of deflationary 

awareness (p.2).” JAFCA (2014) also describes it as “when the economy gets worse, life 

defense awareness increases and colors which can be worn for a long time is 

demanded” (JAFCA, 2014/03/01). Hence, we added the construction of life defense to 

one of the factors. Namely, the perception of economic state could have a positive effect 

on life defense awareness when it is bad. This supposes H1. 

H1： Consumer’s perception of good economic state decreases life defense 

awareness.  

 

3-2．Consumer Cosmopolitanism 

Consumer cosmopolitanism is considered as a second factor. Riefler & 

Diamantopoulos (2009) defines this concept as an open-mined individual tendency 

to show diversity in consumer preferences, such as trying products and services 

from various countries, across cultures, regions, and communities. According to 

Cleveland et al. (2009), Lee et al. (2014), and Riefler et al. (2012), high education 

standards and international experience have a positive effect, and age has a 
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negative effect on consumer cosmopolitanism. Income, gender, marital status does 

not affect this construction. Also, Terasaki and Furukawa (2020) revealed that the 

better perception of the economic state becomes, the more positive attitude toward 

imported products will be. It suggests that the positive relationships between 

consumer’s economic perception and consumer cosmopolitanism. Thus, H2 is 

supposed. 

H2：Consumer’s perception of good economic state increases consumer 

cosmopolitanism.  

 

3-3．Nostalgia 

The third one is nostalgia. According to Holbrook and Schindler (1991), 

this construction is defined as preferences that were more familiar in their young 

ages.  Davis (1979) indicates that people tend to feel nostalgia when society has 

undergone significant economic, political, and natural changes. 

These days, time is changing dramatically because of the economic slump 

caused by COVID-19. This situation makes consumer’s life defense awareness 

higher (KCI, 2020). This lead H3. 

H3： Life defense awareness increases the feeling of nostalgia. 

People who have a tendency towards nostalgia prefer a past trend. Oyama 

(1977) suggests that new trends are created by adding plus alpha to what was 
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popular in the past. We believe that people with nostalgia tendencies respond to 

this “what was popular in the past” and have a positive interest in trend. This 

leads to H4. 

H4： The feeling of nostalgia increases the positive interest in trend. 

 

3-4. Novelty Seeking 

The fourth one is novelty seeking. According to Cloninger (1987), novelty 

seeking refers to the genetic tendency for behavioral action, such as frequent 

exploratory behavior to novel stimuli, impulsive decision-making, and wasting 

tendency. He also said that people who have high novelty seeking tendency have 

the characteristics of being impulsive, pursuing novel stimuli, being easily excited, 

and being spenders (Cloninger, 1987). Suzuki (1977) explained that the novelty 

trend is something new or unusual in some sense. The degree of novelty is 

considered as one of the main factors of fashion trends phenomenon. 

According to the definition of consumer cosmopolitanism, people with high 

consumer cosmopolitanism tend to be open-minded individuals. In the same way, 

novelty seeker tends to demand novel stimuli. Thus, we considered that consumer 

cosmopolitanism has a positive effect on novelty seeking. Therefore, H5 is 

supposed. 

H5：Consumer cosmopolitanism increases the tendency of novelty seeking. 
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   Also, people who have a tendency of novelty seeking behavior prefer 

novelty and cutting-edge fashion. Thus, the tendency of novelty seeking has a 

positive effect on interest in trend. Therefore, H6a is supposed. 

H6a： The tendency of novelty seeking increases the positive interest in trend. 

A new trend is created by adding plus alpha to what was popular in the past 

(Oyama, 1977). Novelty Seekers are chasing new trends. In the process, they feel 

nostalgic for the former trends that are part of new trends. Therefore, H6b is supposed. 

H6b：The tendency of novelty seeking increases the feeling of nostalgia. 

 

Figure3．Conceptual model 

 

Source：authors. 

 

4.  METHOD 

We used Structural Equation Modeling (SEM) and multiple group 
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Mediation analysis to test our hypothesis. SEM is a widely accepted statistical 

modeling technique and is used in the behavioral sciences to measure the causal 

relationships between multiple variables (Hox and Bechger, 2007). Besides, we 

also Multiple Group Structural Equation Modeling in SEM to compare the U.S. 

and Japan, Mediation analysis was formulated from the framework of regression 

analysis by Baron and Kenny (1986). Also, multiple group mediation analysis 

requires a very large sample size. Thus, we adopted the bootstrap method (Cheung 

and Lau, 2008). These methods are used to examine models in which the 

mediating variable intervenes between the independent and dependent variables.  

As our study focuses on consumer sentiment, we conducted a questionnaire survey. 

In addition, we limited the target of this survey to people in their 20s. The reason 

why we limited the age is that people around 20 years old are particularly 

sensitive to trends as shown in figure3. Besides, this is consistent with the target 

age of “non-no”, which is mentioned in Figure1 and 2.  
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Figure4．Sensitive age about fashion trends 

 

Source：Seikatsu Teiten 1992-2018, Hakuhodo Life Research Institute. 

 

In this study, we compared the tendency of consumer behaviors in Japan and 

the U.S. According to Watanabe (2014), the westernization of Japan has strongly been 

influenced by the U.S. On the other hand, the consumer in the U.S., especially in New 

York and Los Angeles, has had a strong influence on fashion trends for the last decade. 

This was revealed in the data of Global Language Monitor (Fashion Capital for the Year 

2010-2019). This shows rankings of the cities that have influenced fashion over the last 

decade. According to this, New York is ranked 1st ahead of Paris and London, and Los 

Angeles is 5th. In summary, we selected the U.S. to clarify the differences between the 

influenced country (Japan) and the influential country (U.S.). Therefore, we compared 

respondents between Japan and the U.S. We sampled 773 valid respondents through an 

online survey: Japanese=573, U.S.=200. 
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Figure5．Sample 

 

Source：authors. 

 

The data is processed by SPSS and AMOS (6.0.0.0). We adopted existing 

scales consisting of 29 questions items suggested by previous literature and 

confirmed reliability and validity. We used the following scales. Consumer’s 

perception of economic state is from Jeff and Charles (2003). Life defense 

awareness is from Tamaoki (2014). Consumer cosmopolitanism is from Cleveland 

et al. (2009). Nostalgia is from Holbrook (1993). Novelty seeking is from Kijima 

(1996). Interest in trend is from Son and Kondo (2013). 7-point Likert scale from 1 

(strongly disagree) to 7 (strongly agree) are used in this study. Regarding the 

translation of questionnaire items, we adopted a parallel translation method for 

Japanese translation and back translation for the English translation (Usunier 

and Lee, 2009; Brislin, 1980). Measurement scales are shown in figure 6. 
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Figure6．Questionnaire 

 

Source：authors. 

 

We assessed measurement scales. First, we checked for convergent 

validity. As shown in figure7, all indicators are cleared except the AVE of nostalgia. 

The respective criterion values are 0.5 for factor loadings, item-to-total, and AVE, 

and 6.5 for Cronbach's α, CR, and ω coefficients (Hair et al.,2014). It is certainly 

that nostalgia AVE is under the standard value, but we confirmed other indicators 

are shown adequate scores. Hence, we considered nostalgia is converged and 

included this in our study.  

The next step was to confirm the discriminant validity. AVE, MSV, and 
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ASV are compared, and if the AVE is at its maximum, it is determined that 

something different constructions were measured and discriminant validity can be 

confirmed (Fornell, and Lacker,1981). As shown in figure8, we confirmed 

discriminant validity in our measurement scales. 
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Figure7．Convergent validity 

 

・CPE: Consumer`s Perception of Economic state, ・LD: Life defense 

awareness, ・COS: Consumer Cosmopolitanism, ・NOS: Nostalgia, ・NS: 

Novelty Seeking, ・ IIT: Interest In Trend. 

Source：authors 
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Figure8. Discriminant validity 

・CPE: Consumer`s Perception of Economic state, ・LD: Life Defense 

Awareness, ・COS: Consumer Cosmopolitanism, ・NOS: Nostalgia, ・NS: 

Novelty Seeking, ・IIT: Interest In Trend, ・AVE: Average Variance Extracted, ・

MSV: Maximum Shared Variance, ・ASV: Average Shared Variance. 

Source：authors. 

 

5.  RESULT 

5-1 The result of Structural Equation Modeling 

We examined the relationships between the variables described in the 

previous section. We calculated and confirmed the goodness of fit index for our 

model. Notable goodness of fit index is X２, CFI, SRMR, and RMSEA. For each 

indicator, X2 is significant if the P-value is significant, CFI is above 0.9, SRMR is 

0.08 or less, and RMSEA is 0.07 or less with CFI above 0.9 (Hair et al.,2014). As 
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you can see in figure9 and figure10, our model has cleared all indicators. In 

addition, there are several standardized coefficients in the U.S. results that have 

absolute values above 1.00. This is not a problem since it is advocated by IBM 

(International Business Machines Corporation) that “It is theoretically possible for 

the absolute value of the standardized coefficient to exceed 1.00, so it is not an 

unsuitable solution” (IBM,2019). 

The result shows the positive effect of consumer’s perception of economic 

state on life defense awareness in the U.S. and no significant values were obtained 

in Japan. H1 is not supported in Japan and the U.S. (total β=.521, p<0.01, Japan 

β=-.044, p>0.05, U.S. β=.1.003, p<0.01). We verified the positive effect of 

consumer’s perception of economic state on consumer cosmopolitanism in Japan 

and the U.S. H2 is supported in Japan and the U.S. (total β=.192, p<0.01, Japan 

β=.155, p<0.05, U.S. β=.1.026, p<0.01). We confirmed the positive effect of life 

defense awareness on nostalgia in the U.S. and no significant values were obtained 

in Japan. H3 is not supported in Japan. But it is supported in the U.S. (total 

β=.106, p<0.01, Japan β=.014, p>0.05, U.S. β=0.129, p<0.05). We can’t obtain 

significant values between nostalgia and interest in trend in Japan and the U.S. 

H4 is not supported in Japan and the U.S. (total β=-.143, p<0.01, Japan β=.014, 

p>0.05, U.S. β=.279, p>0.05). 

The result shows the positive effect of consumer cosmopolitanism on 
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novelty seeking in Japan and the U.S. H5 is supported in Japan and the U.S. (total 

β=.303, p<0.01, Japan β=.285, p<0.01, U.S. β=.258, p<0.01). We confirmed the 

positive effect of novelty seeking on interesting in trend and no significant values 

were obtained in the U.S. H6a is supported in Japan. But it is not supported in the 

U.S. (total β=.812, p<0.01, Japan β=.790, p<0.01, U.S. β=.002, p>0.05). We verified 

the positive effect of novelty seeking on nostalgia in Japan and the U.S. H6b is 

supported in Japan and the U.S. (total β=.385, p<0.01, Japan β=.158, p<0.01, U.S. 

β=.855, p<0.01). We will discuss each of these results in the next section. 

 

Figure9．Result of Structural Equation modeling 

 

・CFI: Comparative Fit Index, ・SRMR: Standardized Root Mean square 

Residual, ・RMSEA: Root Mean Square Error of Approximation. 

Source：authors. 
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Figure10．Result of multiple group Structural Equation Modeling：Japan 

 

・CFI: Comparative Fit Index, ・SRMR: Standardized Root Mean square 

Residual, ・RMSEA: Root Mean Square Error of Approximation. 

Source：authors. 
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Figure11．Result of multiple group Structural Equation Modeling：The U.S. 

 

・CFI: Comparative Fit Index, ・SRMR: Standardized Root Mean square 

Residual, ・RMSEA: Root Mean Square Error of Approximation. 

Source：authors. 

 

5-2. The result of Mediation Analysis 

  We conducted multiple group Mediation analysis. The model was the 

same as the SEM. Thus, the goodness of fit index has all cleared. The result shows 

the positive effect of consumer ’s perception of economic state on interesting in 

trend by mediating consumer cosmopolitanism and novelty seeking. However, 

there is no mediation effect in the U.S. 
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Figure12. Result of Multiple Group Mediation Analysis：Japan 

 

・CFI: Comparative Fit Index, ・SRMR: Standardized Root Mean square 

Residual, ・RMSEA: Root Mean Square Error of Approximation. 

Source：authors 
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Figure13. Result of Multiple Group Mediation analysis：The U.S. 

 

・CFI: Comparative Fit Index, ・SRMR: Standardized Root Mean square 

Residual, ・RMSEA: Root Mean Square Error of Approximation. 

Source：authors 

 

6.  DISCUSSION 

In this study, we focused on four factors as to why consumer ’s interest in 

trend change depending on their perception of economic state H1 was not 

supported in Japan and the U.S. We consider this outcome is related to COVID-19 

effect. We conducted the survey when the economic downturn caused by COVID-19 

was slowly recovering, and consumer’s perception of economic state among young 

people was not as bad as it could have been. Besides, the fear that infection could 

spread rapidly at any time and that the economy could worse has increased life 
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defense awareness. H2 was supported in Japan and the U.S. Also, in the U.S., the 

effect of consumer’s perception of economic state on consumer cosmopolitanism is 

much larger than in Japan. We consider this difference comes from cultural 

differences. This means that Japan is an island nation with only a few racial 

groups in the country. In contrast, the U.S. has many different races living 

together. Thus, it is supposed that the U.S. has originally had a large number of 

people with consumer cosmopolitan tendencies. H3 was supported in the U.S., but 

not supported in Japan. According to Davis (1979), it generally accepted that 

people tend to be nostalgic when society has dramatically changed. However, 

Davis's ideas don’t apply to the youth of Japan. In contrast, Davis’s idea applies to 

the U.S. Besides, the U.S. has the highest number of COVID-19 infections in the 

world, with over 10 million infected people. 

 H4 was not supported in Japan and the U.S. We considered that people 

with nostalgia tendencies respond to “what was popular in the past” in new trends. 

However, people with nostalgia tendencies show interest not in new trends but in 

totally nostalgic one. This means nostalgic people don’t regard the new trends as 

old ones. H5 was supported in Japan and the U.S. This suggests that cosmopolitan 

consumers are open-minded and seek the stimulus of novelty regardless of country. 

Hence, as consumer cosmopolitanism grows, novelty seeking tendency grows. H6a 

was supported in Japan, but not supported in the U.S. This difference comes from 
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the difference between the country where is the source or receiving place of trends. 

Novelty seekers are interested in current trends in Japan as trends receiving 

place. On the other hand, in the U.S. as trends sending place, novelty seekers are 

interested in not current trends, but next trends. In fact, in the fashion magazine 

in the U.S. “Vogue”, there are many kinds of eccentric fashion that you wouldn't 

wear as everyday clothes. H6b was supported in Japan and the U.S. The effect of 

novelty seeking on nostalgia in the U.S. is much larger than in Japan. This result 

suggests that trends in the U.S. have a higher degree of past trends than Japanese 

ones. Thus, American novelty seekers feel more nostalgic than Japanese novelty 

seekers. 

From the result of mediation analysis, we found that consumer’s 

perception of economic state enhances interest in trend through mediating 

consumer cosmopolitanism and novelty seeking. We found this mediation effect 

only in Japan. This suggests the U.S. is a country that sends trends, so novelty 

seekers are more interested in not current trends, but next trends. 

 

7.  CONCLUSION 

7-1. Academical Implications 

Our study offers some academic implications. First, we found a 

relationship between consumer’s perception of economic state and fashion trends 
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in terms of consumer sentiment. Second, we discovered the differences 

mechanisms by which consumer’s perception of economic state affects interest in 

trends from international comparisons. In Japan, consumer cosmopolitanism and 

novelty seeking were related to the factors that cause consumer perception of 

economic state to change people’s interest in current trends. On the other hand, in 

the U.S., novelty seeking has no significant effect on interesting in current trends. 

Third, the mediation effect of consumer cosmopolitanism and novelty seeking that 

affects the relationships between consumer perception of economic state and 

people’s interest in trend. We could not find the effect in the U.S., but it suggests 

that the novelty seekers in the U.S. are interested in future trends. In other words, 

novelty seekers in Japan respond to and accept current trends. Meanwhile, novelty 

seekers in the U.S. respond to future trends. In these points, we have made a 

significant contribution to the study field of fashion trends.  

 

7-2. Practical Implications 

The result of this study also offers some practical implications. First, the 

difference in the characteristics of novelty seekers between Japan and the U.S. 

Japanese novelty seekers adopt current trends, while the U.S. adopts next trends. 

Companies need to appeal brand-new aspect to people in the U.S. more than 

Japanese. The difference arises from whether it is the  trend receiving country or 



30 

 

sending country. Second, the appropriate marketing method differs between trends 

receiving place and trends sending place. For example, in Japan as trends 

receiving place, companies can sell current trends a lot by approaching consumers 

with consumer cosmopolitanism and novelty seeking tendencies when the economy 

is booming. On the other hand, in the U.S. as trends sending place, companies can 

create next trends by approaching consumers with novelty seeking tendencies. For 

example, pushing out eccentric fashions at fashion shows and in the media. In 

addition, when Japanese companies expand their business in the trend sending 

countries, they can promote sales by appealing strongly to their brand-new aspect. 

However, they won’t show the interest in trend, if people explore nostalgia 

motivated by novelty seeking feeling. Third, the importance of the balance between 

the "past trend" component and the "adding plus alpha" component included in the 

new trend. In other words, if the ratio of "past trend" is too high, people will not 

adopt the new trend. This is supported by the result that nostalgia has no effect on 

new trends. Companies need to keep this in mind when marketing. 

 

7-3. Limitations and Future Research 

   There are three limitations to our study. First, we only focused on the 

target to the ages around 20, because they are more sensitive to fashion trends. 

To consider the generality of our result, we need to research broader ages. 
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Second, the research in other countries is needed to consider the generality of 

our result. Third, we couldn’t find the relationship between nostalgia and trends. 

Therefore, we need to study more deeply the impact of nostalgia on trends. 
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Accompanying material 1：Questionnaire 

 

Source：authors. 
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Accompanying material 2：Fashion trend and GDP (Japan) 

 

Source：authors. 
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